Introduction
From a strictly economic standpoint, "tourism is the second most important global sector, after financial services, and one of the fastest growing service industry for many economies in the world" (Alberti and Giusti, 2012, p. 264) . In line with this observation, Túñez-López, Altamirano and Valarezo (2016) point out that "tourism is an evolving and dynamic activity that is easily adapted to social, political and economic changes. Its impact on the development of countries is evident, and that is why it has become one of the pillars of the world economy" (p. 250). To ratify these considerations, the World Tourism Organisation (2017), one of the main reference institutions in the sector, considers that the leisure industry represents, roughly, 10% of the gross world product; and, at the labour level, 9.6% of all jobs created (World Travel & Tourism Council, 2017) . In 2016, and according to the Bank of Portugal, tourism revenue in the country amounted to nearly 12,680 million euros [1], which represents 9.2% of the GDP and the national employment (OECD, 2016) . Without a doubt, these figures reinforce the role of this activity in overcoming a financial crisis that has severely affected the socio-economic fabric of Portugal, whose rate of unemployment in late 2016 was 11.1%
[2]. Thus, in Portugal, as in its neighbouring countries (Spain, France, Italy and Greece), the tourism sector strongly contributes to the wellbeing of institutions, companies and workers who, directly or indirectly, benefit from it.
On the other hand, today there is a vast range of services available to tourists, including two antagonistic models: mass tourism and alternative tourism. The former model, commonly known as sea, sand and sun tourism, has hegemonized the most traditional and rooted tourism practices since the 1960s. It is a seasonal model and, consequently, depends on a key factor: weather. It also involves the consumption by the traveller of a set of hedonic and fleeting goods and services. In addition, this type of tourism has recently faced some phobia from some sectors of the destination's population, who are unhappy with the negative consequences of the system: tourist saturation and physical deterioration of natural, cultural and urban spaces.
However, authors such as Hernández-Mogollón, Campón-Cerro and Alves (2011) warn us that this trend has changed gradually: "while sun and beach tourism has stagnated in recent years as it has reached maturity as a product, other kinds of tourism have started to develop" (p. 34). And it is here where alternative tourism bursts, vigorously. This latter type of tourism is defined by Ibáñez and Rodríguez-Villalobos (2012) as "a stream of tourism focused on travels where tourists participate in recreational activities in contact with the nature and cultural expressions of indigenous, rural and urban communities, while respecting the natural, cultural and historic heritage of the destination" (p. 18). Faced with the saturation of mass tourism, it seems necessary to promote the development of other services based on heritage, both cultural and natural, with the consequent expansion of the industry and the economic advancement not only of countries, as wholes, but also of the regions and municipalities that comprise them. Not in vain, Richards (2016) warns that "the local population living in the places visited by tourists has become an essential element in the process of creating and marketing the destination. Locals are no longer a passive backdrop (that adds "local colour" to tourist environments) and have become one of the destination's attractions" (p. 74). In this way, the benefits derived from the activity contribute directly to the broader levels of society. [Research] [Funded] | DOI:10.4185/ RLCS-2017 -1232en| ISSN 1138 -5820 | Year 2017 http://www.revistalatinacs.org/072paper/1232/82en.html Página 1517
Tourism and ICTs: a symbiotic relationship
The role played in recent years by the information and communication technologies (ICTS) and, more specifically, the Internet in the development of the leisure industry has been crucial. Jiménez and San Eugenio (2009) argue that "the marketing of tourism products, destinations and services is, basically, based on the deployment of various communication processes, which have experienced major trend changes" (p. 290). These changes have been generated largely by ICTs, which represent "a transverse axis for the development of tourism and, therefore, are indispensable tools for the promotion and dissemination of tourist destinations" (Túñez-López, Altamirano and Valarezo, 2016, p. 251) .
For his part, Moragas (2015) highlights one of the multiple potential benefits ICTs offer to municipal corporations: the construction of "a great informational structure capable of covering all topics, spaces and actors of the city; from its history and heritage to its more trivial accommodation and catering information" (p. 79). Thus, and in a local context, "there is a sender who, consciously or unconsciously, creates a certain image of a place. It acts as an antenna that transmits concepts, attributes, values, impressions, scents and visual elements that make up the image of a space" (Jiménez and San Eugenio, 2009, p. 287) . Through their websites, local councils, provincial councils and regional tourism promotion agencies try to (or should) attract potential visitors through the promotion of a suggestive cultural and leisure offer. In other words, websites "are tools that help tourist destination managers to attract tourists to their localities, either through the provision of information, the establishment of dialogue between the parties concerned or the systematisation of the supply of tourist services, including access and links to hotels and tour operators" (Alencar et al., 2011 (Alencar et al., , p. 1348 ).
Although they are not specifically focused on the content analysis of local websites, studies like those carried out by Fernández-Cavia et al. (2017) and Míguez-González and Fernández-Cavia (2015) contribute to the contextualisation of the research related to ICT and tourism in Spain. The first of these works (Fernández-Cavia et al., 2017) aimed to study the online communication strategies of destinations by means of a survey addressed to their managers, and concluded that branding is not yet fully standardised or professionalised. On the other hand, Míguez-González and Fernández-Cavia (2015) evaluated the interactive and social dimensions of a sample of 87 official destination websites, and pointed out that they show a clear orientation towards interactivity.
At an academic level, Standing, Tang-Taye and Boyer (2014) performed content analysis on 288 articles that were extracted from 18 journals published from 2001 to 2010 and examined the relationship between tourism and internet. They catalogued the works according to thematic categories, including: information search (25.69%), website design evaluation (19.44%), tourism marketing (18.06%), e-commerce (16.32%) and online service buying (15.97%). In this respect, it is possible to observe that the primary theme has to do with the information dimension of the web in tourist terms, since over a quarter of the analysed works focused on that aspect, which proves the relevance granted, also by the academia, to this web parameter.
Finally, it is important to add that "the development of ICTs and particularly the Internet empowered the 'new' tourist who is becoming knowledgeable and is seeking exceptional value for money and time. They are less interested in following the crowds in packaged tours and much more keen to pursue their own preferences and schedules" (Buhalis and Law, 2008, pp. 610-611) . Urry and Larsen (2011) express the same idea when confirming "the tourist gaze is directed to features of landscape and townscape which separate them off from everyday experience. Such aspects are viewed because they are taken to be in some sense out of the ordinary" (p. 4).
In short, the tourism industry has experienced an explosion of such magnitude in the last decade that it has been placed in a prominent position in the socio-economic fabric of many countries. This transformation is due to various factors, including two that appear to have a special significance: the increase of supply and the diversification of tourist services (with cultural and natural tourism models as the main "adversaries" of mass tourism), as well as the management of ICT and internet in the strategic promotion of destinations, which allows tourists, who are ICT users, to plan their trips and select their ludic experiences independently, according to their own interests and motivations. This is the case of Portugal, which is the object of this study and, at the same time, can be compared to other adjacent realities (for example: Spain, France, Italy and Greece).
Determining factors in web development at the local level
Based on the previous scientific literature, it is possible to assert that there are two structural factors with a key impact on the development of municipal interactive services: the population size and the economy of the locations. This has been confirmed by the studies carried out by Moon and Norris (2005) , who claim that large cities are more inclined to digital practices than small cities, given that the former receive more pressure to find ways to supply public services and disseminate information among their audiences.
Huang (2006), for his part, performed content analysis on a wide sample of 1,744 local American websites based on 36 dichotomous variables, grouped in domains such as: information, communication, transactions and e-democracy. Huang aimed to determine the implementation level of the different guidelines and initiatives related to e-government, and concluded that this level correlates significantly with of the municipalities' population and income. Gandía and Archidona (2008) examined 130 websites of Spanish municipalities with over 50,000 inhabitants based on 88 items divided in 5 thematic groups (general information, budget information, financial information, navigation and presentation, and relational web). These authors tested a series of hypotheses correlating external macro-statistic data (political competitiveness, municipal wealth, education level and household internet access) with data from their own analysis, which are condensed in the Web Quality Model (QWM) indicator. Based on a thorough statistical treatment of the data, they confirmed that: the greater political competition, municipal wealth, education level and household internet access, the more information is disseminated by municipalities through their websites and, therefore, greater QWM scores.
In the same way, it is convenient to mention the study carried out by Gallego-Álvarez, Rodríguez-Domínguez and García-Sánchez (2010), which reviewed key external elements to predict the state of the websites of a sample of 81 municipalities from across the world. This analysis is based on 98 items divided in 5 dimensions: security and privacy, usability, content, service and civic participation. They concluded that the state of e-government "requires the building of a technical and administrative infrastructure that enables its development. In this sense, the budget of the public body may constitute an important determinant for implementing e-government practices" (Gallego-Álvarez, Rodríguez-Domínguez and García-Sánchez, 2010, p. 425).
In a national context, like the case of Lithuania, Gaule and Zilinskas (2013) correlate data from an institutional study on the state of the municipal websites in the country (60 in total) with external macro-statistical political, economic, geographical, cultural and social data. The conclusion was that the richer and the more populated the municipalities, the better the implementation of their services on the internet.
Focusing on the Portuguese case, Dias and Costa (2013) also performed a predictive web content analysis of the population of municipal websites in Portugal. In it, they used a dozen of dichotomous variables (divided into government information, e-services and citizen participation) to test the development level of the local Portuguese administration. These authors say that the Portuguese councils act as "the closest point of contact with citizens. Their main attributions relate to the management of the territory. Other functions include economic development, public infrastructures and education" (Dias and Costa, 2013, pp. 287-288) . In addition, they maintain that "geographically, the highest e-government maturities are observed in the coastal municipalities, which are the most populous and, simultaneously, have generically the best socio-economic indicators" (Dias and Costa, 2013, p. 305) .
Despite not being focused specifically in the tourism sector, the previous works empirically demonstrate that the paradigmatic factors that determine the development of local interactive services are the population size and economy of the municipalities. Based on this approach, and in the absence of studies devoted to this phenomenon, this article aims to examine the relation between the tourist information of the websites and structural factors, to measure their impact on local development. The following section describes the objectives of the study.
Methods
In general terms and as mentioned in previous paragraphs, this study examines the tourist information published in the municipal websites of Portugal. The particular objectives of this work are: measure, in accordance with the purpose-created Tourist Information Indicator (TII), the level of tourist information of the councils; determine the types of tourism promoted the most at the local level and the association that can be established among them; make demographic, geographic, regional and ideological comparisons to identify differences, if any; and, finally, identify macro-economic variables that can be predicted according to the websites' degree of tourist information.
From a methodological point of view, the technique used to achieve the objectives was content analysis. Herring (2010) points out that "its most prototypical uses have been the analysis of written mass media content carried out by scholars of advertising, communication, and journalism. However, in recent decades, content analysis techniques have also been used increasingly to analyze content on the Internet" (p. 234). The requirements of the protocol stipulated for its application in web environments (McMillan, 2000; Sjøvaag and Stavelin, 2012; Weare and Lin, 2000) range from the formulation of questions and hypotheses to the interpretation of the data obtained; that is, to draw final conclusions from the empirical work. The intermediate stages, such as sample selection, definition of categories of analysis, coding, reliability testing and data exploitation, will be addressed in subsequent sections.
Taking as starting point the previous objectives and the procedure established in previous studies Igartua, 2012, 2013; Piñeiro-Naval, Igartua and Rodríguez-de-Dios, 2015 ; Piñeiro-Naval, Igartua and Marañón, 2017) , we have formulated the following research questions:
• RQ1: What kind of information is made available in the websites of the municipalities of Portugal from the tourist point of view? • RQ2: What types of tourist practices are more predominant and how are they associated with each other?
In this regard, and following the findings of Shipley and Snyder (2013) , we will test the following hypotheses about the possible link between two specific types of tourism:
• H1: As the promotion of cultural tourism increases, the promotion of commercial tourism also increases.
Two more research questions were formulated in relation to the information contained in the websites:
• RQ3: What is the specific degree of information according to the purpose-created TII?
• RQ4: Taking the TII as reference, and according to the geographical, regional and ideological criteria, are there any differences between the municipalities?
Moreover, based on the findings of the aforementioned studies (Dias and Costa, 2013; GallegoÁlvarez, Rodríguez-Domínguez and García-Sánchez, 2010; Gandía and Archidona, 2008; Gaule and Zilinskas, 2013; Huang, 2006; Moon and Norris, 2005; Rufín, Medina and Sánchez-Figueroa, 2012) , this work will test the following hypotheses:
• H2: The municipalities with the largest populations will have highest scores in the TII.
• H3: The greater the TII score of the websites, the greater the wealth of the municipality.
The third hypothesis was sub-divided in the following four hypotheses to facilitate its testing:
• H3a: Greater TII is correlated with greater municipal budget.
• H3b: Greater TII is correlated with higher income per capita of citizens.
• H3c: Greater TII is correlated with greater purchasing power of citizens.
• H3d: Greater TII is correlated with greater spending capacity of the council in cultural activities and leisure.
The necessary statistical data to carry out the comparisons with the TII, which gives a predictive capacity to web content analysis (Piñeiro-Naval, Igartua and Sánchez-Nuevo, 2017) 
Sample and codebook
According to Keith, Schwalbe and Silcock (2010) , "one of the first concerns of any content analysis project is sampling" (p. 90). When working with web-content, a typically chaotic and disorganised medium (Kautsky and Widholm, 2008) , the design of representative samples is a challenge for researchers (Riffe, Lacy and Fico, 2014) . However, for this research it was not necessary to select a representative sample, since the whole population of Portuguese municipal websites was examined: N = 308 websites.
The codebook, on the other hand, is the indispensable tool in any content analysis, as it outlines the coding instructions and the study variables (Igartua, 2006) . In this sense, Neuendorf (2002) underlines that "the goal in creating codebooks and coding forms is to make the set so complete and unambiguous as to almost eliminate the individual differences among coders" (p. 132). Therefore, the codebook created for this study is composed of 36 items (see Annex) based on previous research in the field (Bastida and Huan, 2014; Córdova-Morán and Freixa, 2017; Correa and Nakamura, 2016; del VastoTerrientes et al., 2015; Diaz-Luque and López-Catalán, 2012; Fernández-Cavia and Castro, 2015; Fernández-Cavia et al., 2014; Fernández-Cavia and Huertas, 2009; Ibáñez and Rodríguez-Villalobos, 2012; Piñeiro-Naval, Igartua and Rodríguez-de-Dios, 2015; Šifta, 2016; Túñez-López, Altamirano and Valarezo, 2016; Yang 2016) . They refer mainly to general tourist information, types of tourism promoted by municipalities, accommodation and use of city brand.
With regards to the review of the websites, it should be noted that the coded information was found in their pages or in the tourist websites linked to the official websites. Based on this premise, and although the distinction is interesting (as it will be shown later), institutional and thematic websites will constitute a single unit of analysis. Similarly, for the identification of certain types of non-explicit tourism promotion (namely: cultural, natural and mass tourism), encoders should infer its existence based on the presence of the cultural or natural elements associated to those tourist practices.
Coding and reliability test
Two methodologically trained evaluators were responsible for encoding the sample, which began on 16 March and ended on 8 June 2017. Given the importance of standardising the conditions of analysis, we used only one browser (Google Chrome), identical computers and the internet connection available in the LabCom.IFP, where the research work was carried out.
To calculate the reliability of inter-codifiers, a random subsample composed of 12% of the cases (n = 37 websites) was analysed by both members of the team. This vital part of the protocol was coordinated so that each website was simultaneously examined by the encoders to mitigate the volatility of the contents (Karlsson, 2012) ; which is an inherent trait of the internet that can affect the objectivity of the study if left out of control.
The statistical test used for reliability was Krippendorff's alpha, the more robust statistical test that best fits different scales of measurement as well as a varying number of encoders (Hayes and Krippendorff, 2007) . The average reliability of the 36 variables of the codebook was satisfactory: Mαk = 0.80 (DT = 0.16). The variable with the lowest reliability level was the promotion of industrial tourism (αk = 0.42), and thus must be interpreted with some caution.
Tourist Information Indicator
Before presenting the results, it is necessary to address the TII, which is a key factor in the strategy designed to exploit the data of the study. Weber (1994) maintains that in content analysis indicators often combine variables and acquire a descriptive power that is superior to that of separate variables. Based on this premise, and in order to provide added value to measure objectively the websites' degree of tourist information, the following variables were added to measure the presence (or absence) of information about: municipality's geographic location, map, register, geographical boundaries, climate and weather, local news, calendar of cultural events, local history, traffic and transport, contact information, promotion of different types of tourism (cultural, mass, natural, health, sports, commercial, linguistic, scientific and industrial), existence of online tourism offices and virtual tours, accommodation (hotel, pension, inn, cottage, camping and residence), elements of the city brand (logo and slogan) and, finally, the alternative location of the tourist information (documents in PDF-ISSUU formats and tourist website linked to the institutional website).
These 31 variables are dummy variables, and for this reason the TII ranges from '0' to '1'. Its internal consistency is: αc = 0.63; which is an acceptable value according to the minimum reference stipulated for exploratory studies: "0.60" (Hair et al., 2010; Robinson, Shaver and Wrightsman, 1991) . Table 1 offers an overview of the types of information available in the Portuguese websites from the tourist point of view (RQ1). It shows the percentage of municipalities that include information about the variables included in the codebook: As for the city brand, 77.6% of the municipalities have a logo, 28.2% have a slogan and 80.2% have at least one of the two elements. The aesthetic level perceived by the city brand encoders (where: 1 = not aesthetic; 5 = very aesthetic) is as follows: Regarding the TII (RQ3), the average for the sample is: MTII = 0.49 (DT = 0.11), with a range of values ranging from "0.06" to "0.77". On the other hand, and taking the TII as reference, we have established a series of comparisons based on regional, geographical and ideological criteria (RQ4).
Results
Regional comparisons were made with the Nomenclature of Territorial Units for Statistics (NUTS) II, which stipulates the division of the country into 7 territories: The size of these differences can be considered 'high' (Cohen, 1988 ).
The following figure shows the averages of the TII according to the three large geographical blocs selected for this study A new analysis of variance (ANOVA) allows us to assert the existence of significant differences with regards to the average values of the TII according to the geographical blocs [FTII x Blocks (2. 305) = 8.95; p < 0.001; ɳ 2 = 0.055]. According to Dunnett's T3 test, the most significant differences exist between the continental coast and the islands [t (181) = 3.60; p < 0.001; d = 0.68]. The size of these differences can be considered "medium" (Cohen, 1988) . Source: Authors' own creation.
Based on the data presented in Table 4 and another analysis of variance, we can confirm that there are statistically significant differences among populations according to the TII [FTII (Cohen, 1988) .
From a predictive point of view, we have correlated the TII with some macro-statistical economic variables such as: The data on Table 5 allow us to confirm the relationship between the TII and the municipality's wealth (H3); which is a hypothesis that was subdivided into four others, which link the TII with the municipal budget [r (306) Finally, it is interesting to examine the relationship that exists between the municipalities' official websites and tourist websites, expressed in the following contingency table: Source: Authors' own creation. Table 6 , which correlates both options, allows us to confirm that there is a statistically significant association between the inclusion of tourist content on institutional and thematic websites [χ 2 (1, N = 308) = 12.26, p < 0.001, v = 0.20]. In particular, 19% of the municipalities (n = 58), which place tourist information in their official websites, also operate some sort of thematic website linked to tourism.
Conclusions and discussion
At a general level, we can confirm that the tourist orientation of the websites of Portugal municipalities is relatively clear and explicit. In this sense, and as one of the most remarkable findings of the study (consistent with the data obtained in Spain in previous studies), it is important to note that the two most successful manifestations of today's alternative tourism, the cultural and natural sectors, attract greater prominence in the Portuguese local network, followed behind by the traditional mass model. This finding supports, from an empirical point of view, the trend experienced by the sector in recent years: the diversification of the offer to satisfy the growing and challenging demands of the new tourist, who seeks more enriching experiences at the vital level. Alberti and Giusti (2012) partially illustrate this trend when arguing that "cultural assets are crucial in attracting tourists to a specific destination, while tourism brings new and fresh resources to the cultural sector, spotting new entrepreneurial opportunities" (p. 264).
Alternative tourism (both cultural and natural) is based on the heritage of the municipalities. This heritage must be articulated based on the synergy of various actors and elements:
• First, society has to realise the value of heritage for the consolidation of peoples' collective cultural identities.
• Territories, for their part, materialise the space where the dialectics between the native and foreign, self and foreign and local and global are reproduced.
• At the economic level, the tourism industry is a basic pillar for the balance of finances not only of countries as wholes, but also of the administrative units in which they are divided (municipalities and regions). However, the companies involved in the sector have to operate with responsibility to prevent, for instance, episodes that promote tourism-phobia among the local population.
• Finally, the political class which, through the promotion of legislative initiatives, must ensure the sustainability of the heritage so that future generations can also enjoy it, and get to know themselves as a social group (which would close the quadrature of the circle).
On the other hand, delving into the types of tourism, the matrix of correlations allows us to confirm the logical and coherent convergence of various models. Thus, cultural tourism tends to be linked to trade, through which tourists acquire typical culinary and artisanal products that represent the intangible heritage of the destination. Sports tourism, for its part, complements mass and natural tourism, since in addition to the passive contemplation and enjoyment of coastal and inner landscapes, it allows tourists to practice sports in such geographical environments as added experiences. Finally, scientific and linguistic tourism are also significantly linked: to learning, science and knowledge.
With regards to the city brand, Morgan and Huertas (2011) point out that "a place only becomes a destination through the narratives, images and brands communicated by the tourist promotional material" (p. 152). The truth is that, from a visual perspective, the image of cities (materialised in their logos and slogans) still has ample room for improvement. Carvalho and Moquete (2011) argue that "by recognising the importance of the image of the destination on the impact and survival of the tourist product on the market, tourist promoters direct their efforts towards the aggregation of value to the requested goods and services" (p. 446). Therefore, municipalities have to invest in the polishing of their image in order to promote their tourist offer in the most attractive way possible. In the same way, Díaz-Luque and López-Catalán (2012) claim that:
An adequate presence in the Internet is essential if we want to promote any tourist destination. Particularly in the case of inland destinations, which seek to promote a type of tourism that has traditionally been neglected by the literature and is different from other more traditional offers (sun and beach tourism and urban and cultural tourism, among others) (Díaz-Luque and López-Catalán, 2012, p. 96) .
From a comparative point of view, the study has shown that the Metropolitan Area of Lisbon is the region that puts greater emphasis on the dissemination of its tourist information, and that the coast of Continental Portugal predominates at this level with respect to the inland and island municipalities. Consequently, the municipalities located in the latter geographical sectors must put all their efforts in promoting their tourist potentialities to the maximum to alleviate the differences that still exist across territories (Dias y Costa, 2013) .
On an ideological level, the results have confirmed that, regardless of the political party ruling the municipal council, the consideration given to the tourist information of the websites is the same. Therefore, the greater or lesser promotion of the recreational attractions of the municipalities does not depend much on the ideology of the ruling party but rather on population and economic issues. In line with the pre-existing literature, it has been shown that these two structural factors are crucial for the development of web services and that they also have an impact on the tourism industry of the municipalities. The results also demonstrated the predictive character of the TII (Tourist Information Indicator) designed specifically for the study because it correlated significantly enough with these variables to confirm the link between demography, economy and tourism in the internet.
As an added circumstance revealed empirically by this study, it is interesting to note the proportion of municipalities that have some kind of web initiative linked exclusively to tourism: one of every five councils have invested in the development of a thematic website to give greater visibility to its tourist offer. This practice surely will be expanded in the coming years, as the people responsible for local agencies realise that investment is recovered, with guarantees, in the short or medium term.
The methodological implications involved in this study can be summarised in two: the use of content analysis applied to web environments, which have been successful, and its correlational and predictive capacity, which also worked correctly. Therefore, it is estimated that the applicability of the assessment protocol described in this work to other local environments (in addition to the Spanish or Portuguese ones) can be performed to generalise the model and make it replicable in the international panorama.
Finally, "tourism, holidaymaking and travel are more significant social phenomena than most commentators have considered" (Urry and Larsen, 2011, p. 3) . We should not overlook the fact that "tourism matters because, in a world of confusing connections and disconnections between human beings, our lives with others matter" (Jack and Phipps, 2005, p. 1) . This is why this study, based on "alternative tourism, digital universe and local development", aims to shed light on this field and, at the same time, stimulate a debate that will continue generating theoretical reflections and empirical research at the heart of the social sciences.
